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NIELSEN EMERGING TRENDS-WEEK ENDING 2/17/96 _ 


ISSUES 

• RJR Premium free product activity 

• Marlboro B4G1F Distribution, Share 

• Marlboro Reds versus Lights 


RJR PRE^^UM FREE PRODUCT ACTIVITY 

• RJR's promotional schedule continues to alternate between Camel and Winston free product 
deals. Currently, Reynolds' focus is on Camel, with the franchise's free product incidence 
(primarily B3G3F) expanding to 12% of c-stores. In contrastT Winston free product activity 
declined to 2% of c-stores. 


CAMEL, WINSTON FREE PRODUCT INCIDENCE 
TOTAL U.S. C-STORES 


% Store* With Free Product 



• In stores stocking the Camel B3G3F, Camel's share increased +0.4 points (latest three weeks 
vs three weeks-ago), while in the balance of c-stores, Camel's share was off -0.1 point. 
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Source; https://www.industrydocuments.ucsf.edu/docs/zpjn0004 







NIELSEN EMERGING TRENDS 
February 28, 1996 


CAMEL SHARE TRENDS 

C-STORES STOCKING FREE PRODUCT VS ALL OTHER C-STORES 

Weekly Share 



Source; Nielsen C-Store Level Database 


• Cumulatively during the last four weeks. Camel B3G3F deals were available in 19% of c- 
stores. These stores appeared to be geographically dispersed across aU Regions, County sizes 
and store types. 

- Eighty-five percent of the c-stores stocking Camel free product also offered Camel money- 
off deals with an average money-offvalue of 290. 


Source; https://www.industrydocuments.ucsf.edu/docs/zpjn0004 
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-PROI-ILE OF C-5TORES- 

OFFERING CAMEL FREE PRODUCT DEALS 
FOUR WEEKS ENDING 2/17/96 



C-STORES OFFERING 

FREE PRODUCT 

DEALS 

ALL OTHER 

C-STORES 

Region 1 

17% ■ 

1 7% 

Region 2 

26% 

23% 

Region 3 

21 % 

21% 

Region 4 

18% 

24% 

Region 5 

19% 

16% 

A Counties 

27% 

32% 

B Counties 

40% 

42% 

C Counties 

1 9 % 

16% 

D Counties 

14% 

9% 

Retail Masters 

66% 

64% 

Non-Masters 

34% 

36% 

Chain 

81 % 

77% 

Independent 

19% 

23% 

Small 

59% 

58% 

Large 

41% 

42% 

Base 

% of All C-Stores 

151 

19% 

6 5 1 


Interpretation Example: While 17% of the c-stores offering Camel free product deals were in Region 1, 
17% of all other c-stores were in Region 1. 


MARLBORO B 4G1F DISTRIB U TION . SHARE 

• Marlboro B4G IF distribution increased +4 points week-to-week to reach 38% of c-stores 
(matching its highest level since the w/e 12/2/95). Marlboro's weekly c-store share increased 
+0.1 point to 34.4%. 


PERCENT OF STORES SELLING B4G1F, MARLBORO SHARE 
TOTAL U.S. C-STORES 

% Stor«J Selling B4G1F Share (4WM) 



% STORES SELLING B4Q1F -MARLBORO SHARE (4WW) 
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Source; https://www.industrydocuments.ucsf.edu/docs/zpjn0004 
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MARLBORO REDS VERS US LIGHTS 

• Since November 1995 Marlboro Lights' contribution to total Marlboro has expanded +0.8 
points to 46.9%. 

- During the latest week Marlboro’s share gain of +0.2 points was driven almost entirely by 
its Lights segment. 


MARLBORO RED VERSUS LIGHTS 
% CONTRIBUTION TO TOTAL MARLBORO 


Red % Coatributlon 


Lights % Contribulion 



- - - RED 


48.0% 

47.5% 

47,0% 

46.5% 

46.0% 

45.5% 

45.0% 

44,5% 

44,0% 


Distribution: 


S. Albimino 

P. Fernandez 

F. KeUy 

B. Neidle 

A. Schwartz 

F. Alfieri 

R. Ferrin 

T. Lauinger 

D. Nelson (Rl) 

L. Schwartz 

R. Anise 

S. FuUer 

S. LeVan 

J. Nelson 

R. Simons 

M. Anton 

L. Funess 

C. Levy 

E. Ng ^ 

A. Sinha 

T. Beane 

G. Galanti-Bennis 

A. Lewis 

S. Norris 

M. Slone 

D. Beran 

T. Garguilo 

B. Lewis 

C. Norrington 

J. Spector 

D. Berenson 

E. Gawronski 

J. Lichtman 

S. O'Brien 

H. Steele 

M. Berg 

E. Gee 

J. Lincoln 

A. Padoan 

L. Steen 

G. Bible 

H. Glastein 

H. Long 

P. Paoli 

N. Suter 

G. Blumenson 

P. Godwin 

L. Lubrano 

S. Patel 

M. Szymanczyk 

J. Bonhomnie 

A, Goldfarb 

N. Lund 

S. Piskor 

D. TenBarge 

N. Breiling 

M. Gordon 

M. Maggio 

M. Platteter 

J. Turner 

I. Broeman 

R. Gordon 

M. Mahan 

L. Poole 

J. VanderPutten 

J. Chaump 

J. Greene 

J. Margolis 

D. Potter 

A. von Germeten 

J. Clary (R2) 

V, Greer 

W. Marin 

R. Potts 

M. Waldman 

B. Hopkins (R3) 

H. Harwood 

K. McEncroe 

^ S. Rafferty 

R. Webster 

D. Cohen 

D. Himmel 

T. McGovern 

S. Reich 

B. Weinstein 

N. Conrad 

K. Houghton 

R. Mikulay 

T. Resman 

R. Wemer 

J. de Castro 

J. Isaacs 

D. Milby 

B. Reuter ru 

D. Werth 

D. Devitre 

S. Jannetta 

D. Miller 

R. RoUand ^ 

L. Wexler 

P. Dodd 

C. Johnson 

J. Miller 

S. Rush ^ 

R. Whalen 

G. Eastburn (R4) 

L. Johnson 

J. Moose 

T. S aloun to 

H. Willard (R5) 

J. Eibon 

E. Joyce 

J. Morgan 

M. Salzman ^ 

T. Young 

K. Eisen 

D. Keane 

J. Mortensen 

J. Sansone 


N. Ellis 

T. Keim 

D. Murphy 

R. Sarmento 


C. Enger 


M. Murphy 

M. Schroeder 


G. Fawcett 



B. Schuyler 



Source; https://www.industrydocuments.ucsf.edu/docs/zpjn0004 






